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ABSTRACT
 
The Internet has attracted companies in different
 
industries to market products and services. However, many'
 
companies have become disenchanted with the Internet, as
 
they have not achieved the commercial potential
 
anticipated. Some suggested the Internet is better suited
 
for interpersonal communication and personal sites rather
 
than for marketing products. However, researchers suggest
 
that value-based advertising is the key concept behind the
 
success.
 
The purpose of this study is to analyze the contents
 
of various web. sites to determine whether they implement
 
value-based advertising strategies relative to the level
 
of buyer involvement. Three hypotheses were selected for
 
testing the content of web sites for six products, those
 
that have high involvement with the consumer, and those
 
that have low involvement. It was proposed that high
 
involvement product web sites are more likely to emphasize
 
information content, while low involvement product web
 
sites are more likely to emphasize entertainment content.
 
The third hypotheses stated that purchase facilitation
 
content for low involvement sites tends to be higher than
 
high involvement web sites.
 
Ill
 
The results of the study confirmed these hypotheses,
 
which supported the implementation of value-based
 
strategies in web sites, when marketing products on the
 
Internet. The study further confirmed that the
 
categorization of products.according to high and low
 
involvement is the key concept in defining the type of ­
advertising strategy. Specifically, it was found that high
 
involvement web sites focus on,providing product related
 
information, while low involvement web sites emphasize
 
entertainment content. Additionally, the results of the
 
study also supported the third hypothesis that low
 
involvement.web sites provided more purchase facilitative
 
content than high involvement web sites.
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CHAPTER ONE
 
INTRGDUCTION
 
The World Wide Web has captured public attention
 
significantly since 1996. Exponential growth in Internet
 
hosts and personal computer adoption has led to dramatic
 
increases in online activity. There are 88 million
 
Internet users in the United States. This number is
 
expected to reach 143 million by the end of . 2004 (Gilbert,
 
2001). Millions of people are online for various reasons
 
such as sending e-mail (52%), reading news (22%), surfing
 
on the web.for fun (21%), buying products (4%),
 
participating in auctions (3%), and finding friends (2%)
 
[Internet Advertising, 2001].
 
During the growth process, marketers recognized that
 
Internet was a medium for reaching millions of potential
 
customers. Since that time, marketers have adapted value
 
based advertising strategies to the Internet. Advertising
 
revenues in 2000 were reported at $8.2 billion in the
 
United States. This has been achieved in just six years.
 
Forecasts are that advertising revenues will top $14
 
billion by the year 2002 (Netvalue, 2000).
 
statement of the Problem
 
Advertising on the Internet has created opportunities
 
for businesses to develop new services and products. The
 
Internet has attracted companies in different industries
 
to market products and services (Hanson, 1999). However,
 
many companies have become disenchanted with the Internet
 
since they have not achieved the commercial potential
 
anticipated. Some have suggested that, the Internet is
 
better suited for interpersonal communication and personal
 
sites rather than commercially. Some companies are
 
removing their ads and writing off their investment
 
(Schlosser & Kanfer, 1995). As a result, executives are '
 
questioning whether its potential is real or hype.
 
Purpose of the Study
 
Th.e purpose of this study is to analyze the contents
 
of various web sites to, determine whether they implement .
 
value-based advertising strategies on their sites relative
 
to the level of buyer involvement.
 
Hypotheses
 
The hypotheses to be tested are as follows:
 
1. 	 High involvement product web sites are more
 
likely to emphasize information content than low
 
involvement web sites.
 
  
2. 	 Low involvement product web sites are more
 
likely to emphasize entertainment content than
 
high involvement web sites,
 
3. 	 The purchase facilitation content for low
 
involvement product web sites tends to be higher
 
than high involvement product web sites.
 
Methodology
 
This study is descriptive in nature. The methodology
 
selected from different sources includes previous research
 
studies,, faculty member suggestions, and content analysis
 
from different web. sites. One hundred twenty web sites
 
were selected at random from six products, three high
 
involvement and three low involvement. The products in
 
each category were selected for analysis obtaining
 
information directly from their web site presentation. The
 
web sites selected were viewed as being representative of
 
the total product industry.
 
Definitions
 
•	 Advertainment: A term coined by writers that
 
combines advertising, and entertainment on web
 
sites.
 
•	 Advertising: "The specific relevant, and
 
verifiable facts about an advertised product
 
that are used in creating desire for the
 
product" (Marquez, 1977, p. 485).
 
Buyer Involvement: As it relates to advertising
 
on the Internet - the degree to which a consumer
 
becomes involved with the web site for a
 
particular product.
 
Internet: A computer based worldwide information
 
network composed of a large number of smaller
 
interconnected networks called Internets
 
(Rutkowski, 1998).
 
Low Involvement: Relates to those who make
 
purchases of products on the Internet that
 
require a minimum amount of information
 
regarding a particular product for making a
 
buying decision. Examples for this study
 
include: beverages, flowers, and books.
 
High Involvement Relates to those who may
 
consider making a purchase of a particular
 
product advertised on the Internet and the
 
degree to which the consumer needs a significant
 
amount of information, little entertainment, and
 
relatively little purchase facilitation in
 
making a buying decision. Examples used in this
 
study include: automobiles, houses, and jewelry.
 
 •	 Value based advertising: Advertising that is
 
planned strategically to fulfill customer needs
 
and expectations It is reflected in the quality
 
of web site and its content and the level of
 
consumer involvement with the product (Ducoffe,
 
1996). Value based adverting is that which meets
 
the needs of the consumer to aid in making a
 
decision as to whether or not to make a purchase
 
of an item whether a high.involvement or low
 
involvement product.
 
Limitations
 
This study is limited to the 120 web sites analyzed
 
from the Internet and limited by the 120, web sites as they
 
represent current marketing strategies for the selected
 
products.
 
Organization of the Study
 
Chapter One: An introduction to the study, statement
 
of the problem, purpose of the study, hypotheses,
 
methodology, definitions and limitations.
 
Chapter Two: A review of literature containing
 
articles that have been published on the subject of
 
advertising on the Internet.
 
Chapter Three: The Internet - a brief review of the
 
history and background of the internet and how it is being
 
used today as a marketing tool.
 
Chapter Four: Methodology - the procedure used for
 
the purpose of selecting web sites and analyzing their
 
content regarding high and low involvement of consumers
 
reflected in the web site and how value based advertising
 
is achieved.
 
Chapter Five: Results and Discussion - an analysis of
 
the data collected for this study, and the results of said
 
analysis. Involved 120 web sites, three products in the
 
high involvement category, and three products in the low
 
involvement category.
 
Chapter Six: Summary and conclusions of the study.
 
CHAPTER TWO
 
■REVIEW OF LITERATURE 
Extensive studies have been conducted regarding 
marketing on the Internet. Numerous articles have been 
published regarding the experience of companies in 
advertising. These articles serve the purpose to aid in 
understanding the complexity of advertising on the 
Internet, and the reasons why some companies have been 
successful and others have not. 
Berthon, Pitt, and Watson (1996) and Lamb, Hair and 
McDaniel (1996) imply that marketers need to understand 
the true nature of this medium to enhance the 
effectiveness of Internet advertising. They add that value 
is a factor that plays an important role in the overall 
effectiveness of the web sites. Value relates directly to 
the quality of the data provided on the site. 
Barker and Groenne (1996) investigated the type of 
value strategies being used on the Internet. According to 
their research, value can be provided in three ways: 
information, entertainment and purchase facilitation for a 
particular web site. However, the type of buyer 
involvement should be considered before deciding the type 
of value strategies to implement. Research indicates that 
intense product information is vital for high involvement
 
product web sites, while entertainment content is the key
 
for low involvement product sites. With this statement in
 
mind, this study was conducted to investigate whether the
 
above strategies are implemented in the web sites and
 
their importance.
 
Advertising is defined as the communication of
 
information through media. In other words, advertising
 
plays the role of a communication mechanism that makes
 
products and services known to people. However, the
 
tremendous number advertisements individuals are exposed
 
to on a daily basis makes it impossible to give expected
 
attention to most, which indicates that unless such ads
 
are value based, they will be given little, if any,
 
attention by a potential buyer.
 
Ducoffe (1996) points out the importance of value
 
based ads in the traditional media. He defines an
 
advertising message as an exchange of communication
 
between a company and potential consumers. He states:
 
Exchange is central to marketing, the
 
theoretical hub around which marketing theories
 
connect to form an integrated structure. For
 
exchanges to be consummated, each party to the
 
exchange gives and receives value. To the
 
advertiser, whose aim is to sell or to affect
 
attitudes to induce a sale, the value of any
 
advertisement is judged against this criterion.
 
From a consumer point of view, a satisfactory
 
exchange is proposed as one in which the value
 
of the advertising itself is considered to meet
 
or exceed expectations. Advertising value is an
 
overall representation of the worth of
 
advertising to the consumer. (Ducoffee, 1996,
 
p. 22)
 
Ducoffe (1996) proposes that value is providing
 
customers with what they want. But, how can a firm
 
identify a customer's needs and wants in an advertisement
 
that will be remembered? Value based advertising is
 
predicated on the level of involvement of the consumer
 
with the product.
 
Involvement
 
According to Rossiter, Percy, and Donovan (1991)
 
research supports,the view that before developing
 
value-based-advertising strategies, the classification of
 
products according to buyer involvement should be .
 
considered. Buyer involvement is classified as
 
high-involvement and low-involvement (Lamb, 1996).
 
Razzouk (1981) points out the basic factors that
 
influence the type involvement. The effort expended in
 
collecting information for product, similarity of choice,
 
the length of the product-use period, the nature of the
 
product and perceived risk are individual factors those
 
constitute involvement.
 
Additionally, the primary reason for distinguishing
 
between high and low product involvement,is that habit,
 
intuition and convenience sometimes guide the actions,of
 
consumers rather than rational consideration (Lamb, 1996).
 
Kotler (1994) identifies the central adjectives.for.
 
describing high involvement products as expensive, risky,
 
purchased infrequently, and self-expressive. High
 
involvement products, such as automobiles, houses, and
 
jewelry, usually necessitate the consumer to search for
 
product information, because of the economic and
 
psychological,risk associated with the purchase of the,
 
product. Hence, consumers purchasing high involvement
 
products need to do extensive research before making a
 
buying decision, due to the risk associated with the
 
purchase, since most require considerable monetary
 
investment.
 
Situations where the target audience is highly
 
involved with the purchase decision require advertisements
 
with considerable information content (Percy, Rossiter, &
 
Donovan, 1991). Vaughn (1986) advises the use of an
 
information model for high involvement products
 
advertising. He indicates that high economical and social
 
considerations push customers to be more involved.
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In contrast, according to Percy, et al., (1991) with
 
low-buyer involvement products, such as beverages,
 
flowers, and books, the consumer perceives less risk;
 
therefore,, has less identification with the product. That
 
is, less information is required.
 
Furthermore, problem recognition is not normally,
 
experienced until the consumer is exposed to advertising
 
or sees an item displayed on a shelf. Percy, et al.,
 
(1991) concludes that situations of low involvement
 
product purchase require entertainment content such as
 
celebrity presenter or an exaggerated humorous approach
 
primarily to obtain the consumer's attention to the web
 
site.
 
In.brief, products may be classified as high and low
 
buyer involvement products when designing advertising
 
strategies. This requires selecting the appropriate type
 
■content in developing value-based advertising on the web 
site. 
Value-Based Content in . 
Advertising 
Many researchers have studied the content of 
advertising in traditional media to develop effective 
value strategies. Aaker and Norris (1982) state that an 
advertising message can be either image/emotional/feeling 
11 
or informational/rational/cognitive. Howard (1989)
 
Indicates that examining high versus low involvement
 
situations is the basic criteria before selecting an
 
advertising strategy. Howard's (1989) study implies that
 
providing emotions and information are the key benefits to
 
the success of any advertisement. In other words, the' goal
 
is creating likable ads, meaning those that attract the
 
attention of a buyer. Consumers also prefer to find
 
certain data on advertisements.
 
Stayman, Aaker, and Bruzzone's (1989) study reveals
 
that 47% of television viewers watch an ad because of its
 
information content and 45.6% watch because it is
 
entertaining.
 
The information content in advertising is one of the
 
most researched topics on television advertising because
 
of its deep impact on content efficiency. According,to
 
Ducoffe (1996), consumers report that the ability to
 
supply information is the primary reason for watching
 
advertising.
 
Several researchers investigated information content
 
on various media. These studies verified information as
 
being the prominent component of value based-advertising,
 
and therefore, should be substantially provided.
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Howard (1989) supports this view, especially for low
 
involvement products. He states that the more pleasure,
 
arousal and dominance in advertising content, the more
 
effective is the advertising. In another study, Ducoffe
 
(1996) found that the value of entertainment lies in its
 
ability to fulfill the emotional needs of the audience.
 
Another crucial content source for advertisements is
 
entertainment. In his study, Howard (1989) found that
 
entertainment is also an effective content of television
 
commercials. He states that emotional content is the key
 
term for entertainment in the ads. The typology of
 
emotional content in advertisements is shown in Table 1.
 
Table 1.
 
Typology of Emotional Content ,
 
Positive Negative 
Pleasure Joy-Friendliness Sadness-Loneliness 
Sluggishness 
Arousal Vitality-Liveliness Over-Stimulation
 
Dominance Competence Futility
 
Self-fulfillment Ennui ,
 
(Howard, 1989, p. 312)
 
Altheide and Snow (1979) stated that entertainment
 
calls forth behaviors based on emotion. However, emotional
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content of an advertisement may not be perceived directly.
 
Various tools may be applied to enhance the emotional
 
content including humor, animation, celebrity
 
endorsements, psychological appeals (comfort, safety etc.)
 
music, semiotics (signs and symbols).
 
Steward and Furse (1984) found that information and
 
entertainment are essential content for value-based
 
advertising. If value is provided to the consumer, it is
 
more likely to stimulate purchase interest in traditional
 
media.
 
Importance of Providing
 
Value in a Web Site
 
Barker and Gronne (1996) state that while the
 
traditional media approach to advertising in mass media
 
focuses primarily on capturing attention, the implications
 
of communicating with active media users on the Web should
 
not be underestimated. If a site is to receive valuable,
 
lasting exposure that leaves a positive impression-with
 
the customer in the interactive context of the web, it
 
needs to provide value in return for the time the customer
 
spends visiting the site.
 
Berthon, et al., (1996) states that capturing the
 
attention of Web users briefly, on the Internet is
 
inadequate. The ad must retain and reward their attention
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in order to get the right exposure. Berthon introduces a
 
conceptual framework to point out the importance of. value
 
on the Internet. This framework proposes that the
 
conversion process consist of six stages (See Figure.1).
 
According to this model, Berthon, et al., (1996)
 
indicates that value plays a Gfuc.ial role in the
 
efficiency of the,contact stage. Contact efficiency
 
measures the conversion of web site "hits".into "visits."
 
A visit compared to a "hit" implies greater interaction
 
between the surfer and the web page. The structure of the
 
model implies that the conversion rate of "hits" into
 
"visits" may convert "hits" into purchases of the. product.
 
Consequently, from a marketing perspective, the conversion'
 
of "hits" into "visits" needs to be as high as possible.
 
Marketers need to formulate suitable strategies to
 
provide value that encourages the customer to interact
 
with the site. The basic idea underlying this approach is
 
that if marketers do not provide value for the customer,
 
marketers will find it highly difficult to attract and
 
retain customers.
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Figure 1.
 
Model of Conversion Process on the Web
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Value-Based Advertising Strategies on the Web
 
After analyzing possible value strategies on the
 
traditional media^ Ducoffe (1996) empirically tested the
 
consistency of these strategies for the Internet. His
 
study concluded that information and entertainment are
 
basic value-strategies used on the Internet the same as
 
advertising on television.
 
Barker and Gro.enne (1996) extended Ducoffe's (1996)
 
research. They found that purchase facilitation is another
 
value-based strategy on the Internet in addition to
 
information and entertainment. However^ research indicates
 
that considering buyer involvement before developing value
 
16
 
strategies is also crucial in Internet advertising just as
 
in traditional.advertising.
 
Information Strategy
 
Barker and Groenne (1996) and Ducoffe(1996) indicate
 
that information is the most prominent strategy on the
 
Internet, particularly for high involvement product sites.
 
As explained earlier, prospective high involvement product
 
buyers are more likely to require more extensive
 
information than low involvement product buyers. The more
 
product,information provided, the greater the possibility
 
of creating value and satisfaction for the web site.
 
Resnick and Stern (1977) identified a fourteen-item
 
scale to measure the information content of a particular,
 
advertisement.. These included: price (on which most
 
consumers base value), quality, performance, components
 
and contents, availability, special offers, taste,
 
nutrition, packaging, guarantees/warranties, safety,
 
independent research, and new ideas. This scale was used
 
in many studies .to measure the information content of the
 
advertisement.
 
Automobile web sites may serve as an example for
 
intense information content. Most of the sites contain
 
extensive information including details about the car, the
 
engine, accessories, performance, safety features, and
 
17
 
 price as well as detailed Information,about company and
 
Its Investors. They also provide the opportunity to
 
compare the different models as well as different makes.
 
Other valued Information may Include warranties,
 
post-purchase conditions, financing Interest rates, and
 
availability of the model.
 
Purchase Facilitation Strategy
 
On the Internet purchase facilitation Is possible
 
just as In other direct marketing methods. Internet
 
companies may stimulate purchases by focusing on purchase
 
facultative attributes. Specially, fraud prevention and
 
satisfaction guarantees, promises about handling shipping
 
and refund difficulties, the most common Internet shopping
 
discouraging factors, can be strong tools In providing
 
purchase transactions on the Internet. The web site may
 
Include sufficient Information regarding delivery and any
 
additional costs that may be Incurred, such as fees for
 
overnight delivery.
 
Vassos' (1996) research study of value-based
 
advertising evaluates the methods for selling a product
 
via the,Internet:
 
•	 Products that normally require extensive
 
Information are at a disadvantage with respect
 
to buying via the Internet. Products that need
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to be physically seen, "tried on," or touched
 
before a decision is made is less likely to be
 
sold via the Internet. However, in the case of
 
certain information-based products, it is
 
possible to let the customer sample the product.
 
One example is to include listening to a sound
 
clip from a compact disc or reading some of he
 
words in a book..
 
The possibility of a direct selling in the
 
advertisement is also especially relevant for
 
low involvement products usually sold via mail
 
order such as books, compact disks, appliances,
 
and, to. a lesser extent, clothing.
 
Standardized goods such as compact disks and
 
books are also well suited for online sales,
 
since the customer knows which quality level to
 
expect.
 
In addition to mail order products and products
 
with strong brand names, purchase facilitation
 
adds value to the strategy for products that can
 
actually be distributed online such as smaller
 
software applications, magazines (commonly
 
referred to as e-zines) and reports.
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 •	 High-risk goods such as cars or jewelry are also
 
ill suited for online sales, since personal
 
contact often plays an important role when such
 
goods are purchased.
 
One of the best well-known Internet web sites that
 
combines the purchase facilitation, function with
 
advertising is Amazon.com. The products sold by Amazon.com
 
fall within the suggested range of products that can be
 
sold via the.Internet. Amazon.com uses a combination of
 
the information and purchase facilitation strategies to
 
provide value.- .Visitors to.the site can .search .for books
 
on specific topics, retrieve specific information
 
regarding the book such as price, read reviews from the
 
publisher and comments from customers. After a specific
 
book has been selected, the customer can purchase the book
 
via the Internet. Clearly explained purchase steps, fast
 
download time, and online price specials can also
 
encourage customers to shop. Moreover, Amazon.com provides
 
variety of personal services (Gilbert, 2001).
 
Entertainment Strategy
 
The final value-based advertising strategy on the web
 
is the entertainment or advertainement (using
 
entertainment in an advertisement). Just like in TV
 
advertising, researchers also suggest this strategy for
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low involvement products. Barker and Groenne (1,996) ,
 
indicate the possibility of creating entertainment focused
 
advertising on the web for products with low involvement,
 
low information intensity and low possibilities of
 
purchase facilitation. The advertainment model includes
 
different incentives for customers to visit and stay on
 
the web site. As explained above, the more a visitor stays
 
on the site, the higher the possibility for advertising
 
success.
 
In contrast with commercials that focus on product
 
related information, advertainment attracts customers by
 
providing entertainment and information that has little to
 
do with the product itself. Because of this, advertainment
 
strategies can theoretically be used for all kinds of
 
products. Further, where commercials compete for attention
 
in sites with related content, advertainments compete for
 
attention with both related and unrelated sites (Barker &
 
Groenne, 1996). Advertainments are also likely to attract
 
those that just surf the Internet rather than those who
 
are searching for information to purchase a product.
 
Barker and Groenne (1996) in their research,found
 
that interactivity in the site provides unique
 
opportunities for creating advertisements with a high
 
entertainment value and a high degree of customer
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 involvement. Examples are: chat services, competitions,
 
and games. In addition to providing, entertainment,
 
high-involvement exposures created through advertaihment
 
strategies can improve the company's image and build brand
 
preferences.
 
' -Summary
 
The review of literature indicates that the Internet
 
has some similarities with traditional media in creating
 
value-based advertising-. Specifically, information and
 
entertainment content are also effective in Internet
 
advertising. However, because of.Internet's ability to
 
provide instant transactions and shipping, the purchase
 
facilitation strategy can be developed to add value to the
 
site. In addition, classification of buyer product
 
involvement prior to developing value-based strategies is
 
just as important on the Internet as it is in traditional
 
media. .
 
The research indicates that buyer involvement points
 
to the type of strategy to be utilized. Given the above
 
findings, a content analysis contained in Internet web
 
sites was conducted. The results are shown in Chapter
 
Five.
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The following chapter provides a brief review of the
 
history of the Internet to show how it came into being,
 
its uses and its future as a marketing tool for many
 
industries.
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CHAPTER THREE
 
THE INTERNET
 
The Internet is a computer based worldwide
 
information network composed of a large number of smaller
 
interconnected networks. According to Rutkowski (1998),
 
these Internets connect tens, hundreds, or thousands of
 
computers, enabling them to share information with each
 
other and to share various resources such as powerful
 
supercomputers and databases of information. The Internet
 
has made it possible for people all over the world to
 
effectively and inexpensively communicate with each other.
 
Unlike traditional broadcasting media, such as radio and
 
television, the Internet is a decentralized system. Each
 
connected individual can communicate with anyone on the
 
Internet,, publish ideas, and sell products with a minimum
 
overhead cost.
 
Rutkowski (1998) added that the Internet is an
 
extension of a computer network originally formed in the
 
United States during the 1960s by the Advanced Research
 
Projects Agency (ARPA). Working under contract to the U.S,
 
Department of Defense, ARPA initially connected computers
 
at the Stanford Research Institute in California, the
 
University of California at Los Angeles (UCLA)/ the
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University of California at Santa Barbara (UCSB), and the
 
University of Utah.
 
Ruthowksi (1998) explains that from the late 1960s to
 
the early 1990s, the Internet as a communication and
 
research tool used almost exclusively for academic and
 
military purposes. This changed with the introduction of
 
the World Wide Web (WWW) in 1989. The WWW is a set of
 
programs, standards, and protocols governing the way in
 
which multimedia files (documents that may contain text,
 
photographs, graphics, video and audio) are created and
 
displayed on the Internet. The Internet contains the WWW
 
and also includes all the hardware - computers
 
supercomputers, and connections, and non-WWW software and
 
protocols on which the WWW runs. The difference between
 
the Internet and the WWW is similar to the distinction
 
between a computer and a multimedia program that runs on
 
the computer. The explosion in the use and popularity of
 
the internet in the 1990s is most likely due to.the
 
graphics intensive nature of the World Wide Web.
 
The Internet is based on the concept of a client
 
server relationship between computers, also called client
 
server architecture. The computers act as servers or
 
information provides, while other computers act as
 
clients, or information receivers. Personal computers and
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workstations are now capable of acting as Internet servers
 
due to advances in computing technology. A client computer
 
is any computer that receives information from as a server
 
and is often a personal computer (Rutkowski. 1998).
 
The text-only world of the Internet changed in 1993,
 
when a software protocol invented by Tim Berners-Lee, a
 
British scientist, expanded the world of Internet
 
communications, allowing full color graphics, tables,
 
forms, video, and animation to be shred.over the Internet.
 
Berners-Lee's Hypertext Transfer Protocol (HTTP)
 
determines how data in filed, whether they represent text
 
images, animation, or sound, should be coded, transferred,
 
and viewed on the Internet so that they will be displayed
 
as desired.
 
Oz (2000) states that the WWW is the collection of
 
Internet servers that contain HTML files. Since much of
 
the Internet's use is through the web, many people refer
 
to the Internet in. general as "the web."
 
O'Brien (1995) states that today, the Internet is a
 
global web,of thousands of. businesses, educational, and .
 
research networks connecting millions of computers and
 
their users in over 100 countries to each, other. The
 
Internet does not have a headquarters or governing body.
 
The Internet Society in Reston, Virginia, is a volunteer
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group of individual and corporate members who promote use
 
of the Internet and the development of new communications
 
standards or protocols. These common standards are the key
 
to the free flow of messages among the widely different '
 
computers and networks in the system. The Internet is .
 
growing rapidly. For, example, the,Internet more than
 
doubled in size in 1993, and again in 1994, growing to
 
over five million computer networks And over 20 million
 
users in early 1995. The monthly rate of, growth was.
 
estimated at between 7 to 20% per month. One of Internet's
 
founders, Vitnon Cerf, expects the Internet to eventually
 
interconnect over one billion networks.
 
Cronin (1995). reports that the Internet offers
 
businesses of all sizes to compete at the same level.
 
Connecting to the Internet immediately provides businesses
 
with access to information resources, software and
 
navigational tools, technical expertise, and business
 
contacts. Companies are no longer limited by geographic
 
location or lack of branch offices as they can have a
 
presence online that reaches millions of people around the
 
world, even if the "headquarters" is a home office with
 
one workstation.
 
Burnett and Moriarty (1998) report that Internet
 
advertising is developing rapidly as new technologies from
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 companies such as Sun Microsystems' Java, Netscape, and
 
Microsoft make it possible to incorporate sound animation,
 
and video.
 
Perreault and McCarthy (.1999) state' that advertising
 
on the Internet is growing rapidly as mainstream
 
advertisers join the innovators in the quest for a more
 
efficient way to reach target customers with promotion.
 
The advertising messages take many forms, ranging from
 
displays that basically look like traditional print ads to
 
button and banner ads. An Internet banner ad is a headline
 
that appears on a web page. Its purpose is to attract the
 
interest of the people in the advertiser's target market
 
and encourage them to visit the advertiser's web site for
 
more information. A.button is usually much smaller,
 
perhaps just showing the advertiser's name or symbol.
 
Whatever specific from an ad takes, it is usually "linked"
 
I . .
 
to the advertiser's web sitel In other words, a viewer
 
responds to an ad by clicking on it with a mouse, and more
 
detailed information appears on the viewer's display. The
 
information may include pictures, videos, sound, text, a
 
product database, order entry procedures, and much more.
 
The web site can also provide links to other outside
 
sources of information, or invite the viewer to e-mail for
 
more detailed information on a particular topic. Some web
 
sites offer people a benefit like free e-mail, or a chance
 
to enter a contest if they provide information about
 
themselves and agree to view ads selected to match their
 
interests.
 
According to Perreault and McCarthy (1999) commercial
 
use of the Internet is expected to grow dramatically as
 
more individuals and companies gain access to it. It may
 
be possible in the future to order nearly any goods from
 
Internet sites and have them delivered by using parcel
 
post.
 
Summary
 
The Internet has changed our world. It connects
 
millions of people around the world. It is an extension of
 
a computer network that originally.was designed for
 
research. Today, it is used for communication, education,
 
research, and as a marketing tool. There were 20 million
 
users in early 1995. The annual growth rate is increasing
 
every year as more and more ways are being found to use
 
these tools. The major explosion that has been taking
 
place is the realization of marketers that all the users
 
are a large market to which they can advertise their
 
products and sell them throughout the world. Advertisers
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are having to find new ways to attract Internet customers
 
in this increasingly competitive marketplace.
 
The next chapter reviews the methodology used for
 
this research, the procedure and process used.
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CHAPTER FOUR
 
METHODOLOGY
 
An exhaustive literary search was utilized for this
 
study. Apart from the library search on related topics,
 
120 web sites were selected at random to provide more
 
current information. For each website, information,
 
entertainment and purchase facilitation variables were
 
systematically examined and measured as dichotomous data
 
items for the content analysis. For the purposes of the
 
study, other relevant information was also added (See
 
Appendix A).
 
Procedure
 
Before beginning the analysis, web sites were
 
classified in two categories: high involvement and low
 
involvement. Web sites were randomly selected. Each site
 
was analyzed for its content. The examination focused on
 
measuring the information, entertainment and .
 
purchase-facilitation cues of these sites (See Appendix
 
A).
 
Coding accuracy was established independently by the
 
project advisor, who verified the accuracy of data, the
 
coding process, and the reliability factor. The data were
 
coded and entered into a computer for analysis using a
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statistics software program, SPSS for Windows. The data
 
was checked for accuracy and consistency before running
 
frequencies and statistical analyses. Data regarding the
 
percentage of content of the web sites was measured by the
 
following formula:
 
Number, of "yes" responses = content 
Number of attributes in percentages 
each category 
High involvement products included: automobiles,
 
homes, and Jewelry. Low involvement products included:
 
food and beverages, flowers, and books. Each site was
 
analyzed according to information, entertainment content,
 
and purchase facilitation content. The total results of
 
the analysis can be seen in Appendix B.
 
High Involvement Products
 
Automobiles, homes, and jewelry sites were analyzed
 
from a high involvement perspective because of the
 
personal nature of these products and the importance of
 
the decision to the individual.
 
Automobiles are viewed as high involvement products
 
for a number of reasons. Making a decision to purchase a
 
car is not one that the average consumer takes lightly
 
since it involves a considerable investment, and the
 
product is one that is of great importance to individuals
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as well as families. Although many people today look to
 
the Internet in making the decision, they also are looking
 
for many other things - some of which are very personal.
 
Consumers vary extensively as to what they want in an
 
automobile. Some wants are based on ego needs; others are
 
based on desires and practical needs. For these reasons,
 
web sites that advertise automobiles must provide
 
extensive information regarding the model, the
 
accessories, the performance, and price. Buying decisions
 
are based on the customer's attitude toward these factors.
 
The decision is often made over a considerable amount of
 
time, and after obtaining information from a number of
 
different sources.
 
Homes,are also high involvement products because they
 
are viewed as a personal investment, and the customer will
 
be living in it. Therefore, a customer will also consider
 
■social 	factors, such as area, neighbors and etc. As with 
the automobile, people spend a lot of time making a 
decision as to the home they want to buy. Information they 
may want to gain on the Internet is a picture of the 
house, its layout, price, value, and neighborhood. If a 
family is involved they will want to know more about the 
area - the location of the schools, churches, shopping 
areas, distance from employment, etc. For these reasons. 
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the buyer must become highly involved in the purchase, and
 
the web site must provide sufficient information regarding
 
these issues if the house is to be sold over the Internet.
 
The better the presentation and the more information
 
provided, the more likely it will be attractive to the
 
potential buyer.
 
Jewelry also can be categorized under high
 
involvement product category since it is another item that
 
is very personal, risky, and expensive the same as
 
automobiles and houses. Those who purchase jewelry for
 
themselves place great value on its content, how much gold
 
or silver it contains, the quality of the diamonds or
 
other jewels, etc., and whether it is sufficiently
 
attractive to them that they want to own it and wear it.
 
Ads regarding jewelry need to be very informative, such as
 
composites, quality, weight and so,on.
 
Low Involvement Products
 
Low involvement products selected for this study
 
include food beverages, flowers, and books. These products
 
have been classified as low involvement because their
 
purchase requires little thought, and relatively little
 
investment. People know what foods they like to eat and
 
beverages they like . to drink. One way to attract more
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visitors to those sites may be focusing on intense
 
entertainment content, such as games, contests, free
 
services and so on. Furthermore, providing purchase
 
facilitative items, such as bargains and free-shipping
 
option, on low involvement product sites may also bring
 
more customers.
 
Flowers can also be listed under low involvement
 
product category because of low-risks: cheap, short-use
 
period,, associated with it. A prospective flower buyer
 
usually purchase for another person - a gift, or
 
remembrance. The decision is usually based on price
 
compared to the value they see in a certain floral
 
arrangement. It is a one-time decision, and usually
 
quickly made. The repeat visit of the customer can be
 
provided through satisfaction and brand-loyalty.
 
Books are also a low involvement product since people
 
generally know what books:they want to buy. Availability
 
becomes the determining factor - and price also has an
 
influence. Convenience is another factor, as it is easier
 
to find a book on the Internet.than spending time in a
 
bookstore searching for it.
 
In general, high involvement products include those
 
that affect the person individually, often requiring a
 
significant investment, and therefore advertisers must
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provide more information, make the sites more attractive,
 
while the low involvement products require a lesser amount
 
of information since the consumer already knows, what he
 
wants to buy and investments are relatively minimal.
 
Providing entertainment or purchase facilitative items may
 
bring more visitors to those sites.
 
The next chapter reflects the findings and discussion
 
of content analysis.
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CHAPTER FIVE
 
RESULTS AND DISCUSSION
 
Following are the results of the content analysis of
 
the one hundred twenty web sites divided equally according
 
to high and, low involvement product categories. Each
 
factor having an influence in defining the types of
 
value-based advertising strategy is discussed.
 
Table 2 represents the analysis for information, ,
 
entertainment and purchase facilitation content for both
 
high and low involvement product web sites.
 
Table 2.
 
Summary of Findings for High and Low Involvement Web Sites
 
Type of Content Product Category
 
High-Involvement Low-Involvement
 
42.48
Information 75.75
 
Entertainment 27.92 63.07
 
39.41 50.50 ­Purchase
 
Facilitation
 
The findings in Table 2 indicate that high
 
involvement product web sites provide a significantly
 
greater amount of product information to the prospective
 
visitors (75.75%) than low involvement web sites (42.48%)
 
This may be due to the fact that advertisers understand
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that consumers use Internet to gather all available
 
information but would not necessarily consummate the
 
purchase on the Internet. The purchase facilitation
 
information for high-involvement products is significantly
 
low at 39.41% followed by 27.92% for entertainment
 
content.
 
In contrast, the web sites for low involvement
 
products included significant entertainment content
 
(63.07%). Entertainment content for low involvement
 
product sites is significantly high compared to high
 
involvement sites, indicting that the entertainment was an
 
essential part of the advertisement to attract potential
 
visitors to their sites and hold their attention. Purchase
 
facilitation content for low involvement products is
 
50.50%, relatively higher than for high involvement
 
products. This difference can be attributed to the higher
 
feasibility of selling low involvement products on the
 
Internet. The weakest content for low involvement sites is
 
information. Only 42.48% of product information percentage
 
is found on these sites. This finding affirms the existing
 
literature that indicates a greater depth of information
 
search for high involvement products versus low
 
involvement products. Prospective buyers of high
 
involvement products are often more likely to use more
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evaluative criteria than for low involvement products. In
 
all probability the advertisers were aware that the
 
consumer needed more information about the product when
 
making a buying decision.
 
Table 3 reflects the analysis of products within the
 
high involvement category.
 
Table 3.
 
Summary of Findings for High Involvement Product Web Sites
 
Product Sites Content in Percentages
 
Type 
Information Entertainment Purchase 
Facilitation 
Automobile 82.75 16.15 28.82 
House 74.5 42.62 30.58
 
Jewelry 70.0 24.95 58.82
 
39.41
Overall 75.75 27.92
 
The findings of Table 3 show that automobile sites
 
are the most product information-providing web sites
 
(82.75%) followed by house and jewelry sites. Because .
 
these are major purchases, usually involving thousands of
 
dollars, the consumer demands as much Information as
 
possible to make certain that the product will meet their
 
needs. For this reason, these sites may provide all
 
necessary information to the prospective customers.
 
Entertainment played a lesser role for automobile and
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 jewelry sites, but ranked relatively higher for house web
 
sites. Jewelry sites, on the other hand ranked the highest
 
on purchase facilitation content for the high involvement
 
category, probably because in most cases a consumer will
 
want to make a purchase and, have immediate delivery of the
 
item once the decision is made. Purchase facilitation
 
content ranked significantly lower for houses and
 
automobiles sites,. This may be due to the fact that
 
consumers may demand to have visual contact before making
 
purchase decisions.
 
These findings of the study support the first
 
hypothesis that high involvement product web sites - are
 
more likely to emphasize information content to implement
 
value-based advertising strategies.
 
Table 4.
 
Summary of Findings for Low Involvement Product Web Sites
 
Product Sites Content in Percentages
 
Type 
Information Entertainment Purchase 
Facilitation 
Beverage 21.50 , 86.54 . 18.9,2, 
Flower. 45.50 57.69 , 63.47
 
Books 60.45 44.99 ■69-.12
 
Overall 4 2.48 63 . 07 50 .50
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Table 4 represents the analysis of the low
 
involvement product category, which Includes beverages,
 
flowers, and books. In this category, book sites were
 
found to be the most informative (60.45%) followed by
 
flower and beverage sites. Information content was not
 
significant for beverage sites, perhaps because people do
 
not seek for any information in this category. However,
 
beverage sites ranked highest on the entertainment content
 
followed by flowers and books. This may be due to the fact
 
that advertisers realize people do.not seek any
 
information for beverages. Providing entertainment may be
 
the only way to attract more visitors to these sites.
 
Purchase facilitation content is significant for book
 
and flower sites. This may be due the feasibility of these
 
products to sell online as explained in literature review.
 
.Beverage sites, however, are found to be very weak
 
(18.92%) in having purchase faciiitative attributes.
 
Overall, it is clear that low involvement product web
 
sites provide a substantial amount of entertainment and
 
purchase faciiitative content relative to high involvement
 
sites.
 
These findings support the second hypothesis that low
 
involvement product web sites are more likely to emphasize
 
entertainment content, and the third hypothesis that low
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involvement web sites have higher purchase facilitation
 
content than high involvement web sites.
 
Table 5 provides a breakdown of twenty items that
 
make up the information content of the analysis. The high
 
involvement products were compared to the low involvement
 
products for each information item. See Appendix B for
 
more detailed information.
 
For high involvement products, the study revealed
 
that all sites provided catalogs. The majority of the
 
sites gave consumers the option of customization.
 
Especially, automobile sites provided detailed
 
customization options.
 
The findings in Table 5 show that information items
 
ranked high in most categories ranging from detailed
 
information about the price, performance,, safety features,
 
company information, shipping information, search
 
function, and FAQs for high involvement product sites.
 
Feedback from customers, however, fell at the lowest level
 
(43%). Post-purchase information (55.0.) was also one of
 
rare items found. Information about quality, product
 
composites, and information about security/privacy
 
received the highest priority.
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 Table 5.
 
Breakdown of Information Content
 
(N = 60 for each product category)
 
Question
 
1.Availability of
 
catalog of products
 
2.Customization of
 
product option
 
3.Any suggestion or
 
advice about product
 
4.Any information about
 
price
 
5.Any information about
 
quality
 
6.Any information about
 
price deals
 
7.Information as to what
 
it does
 
8.Performance comparison
 
information
 
9.Information about
 
product composites
 
10.Alternative source
 
options
 
11.Safety feature
 
explanations
 
12.Information about:
 
security/privacy
 
13.Information about
 
company.
 
14.Post purchase
 
assurances info. .
 
15.Refund policy
 
information
 
16.Shipping information
 
17.Any search function
 
18.Any advanced search
 
function .
 
19.Any FAQ link on the
 
■ site 
20.Any.feedback of 
customers
 
F: Frequency
 
V.P.: Valid percent
 
Product Category
 
High Involvement
 
Products
 
F
 
60
 
50 .
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25
 
57
 
37
 
52
 
46
 
58
 
46
 
45
 
57
 
52
 
33
 
33
 
46
 
49
 
38
 
37
 
26
 
V.P.
 
100.0
 
83.3
 
70.0
 
75.0
 
95.0
 
61.7
 
86.7
 
76.7
 
96.7
 
76.7
 
75.0
 
95.0
 
86.7
 
55.0
 
55.0
 
76.7
 
81.7
 
63.3
 
61.7
 
43.3
 
Low Involvement
 
Products
 
F v.P.
 
46 76.7
 
19 31.7
 
30 50.0
 
39 65.0
 
42 70.0
 
. 19 31.7
 
38 63.3
 
27 45.0
 
39 65.0
 
16 26.7
 
28 46.7
 
46 76.7
 
36 60.0
 
27 45..0
 
23 38.3
 
39 65.0 
28 46.7 
23 . 38.3 
28 46.7
 
13 . 21.7
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For low involvement sites, the percentages were
 
relatively low compared with the high involvement sites.
 
The most significant information items found were the
 
availability of catalogs and security/privacy information
 
followed by information about the price, shipping, product
 
capability, and the company. Also, feedback of the
 
customers was one,of the lowest information item found on
 
these sites.
 
Table 6 is a breakdown of thirteen items that make up
 
the entertainment content of the analysis. The high
 
involvement products were compared to the low involvement
 
products for each information item. See Appendix B for
 
more detailed information.
 
For high involvement products, entertainment content
 
percentages were not significant. It was found that sites
 
put much emphasis on providing fast sites, attractive
 
background, and special faces represented. In all other
 
categories, ranking was lower than 50% and therefore not
 
viewed as significant.
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Table 6,. ■ 
Breakdown,of Entertainment Content
 
(N = 60 for each product category)'
 
Question Product Category
 
High involvement Low Involvement
 
Products' Products
 
F .. . V.P. F V.P...
 
l.Is the background 37 61.7, .46 76.7
 
attractive?
 
6.7 25.0­2.1s there any music on 4.' 15 
the site? 
3.Any graphical 29, 48.3 ■ 22;. 36.7 
demonstration 
4.Is it fast enough to ,73.3 48
• 44
 
download?
 
5.Are there any.free- 6 .21 35.0
 
time activities?
 
41.7.
6.Any sponsored 15 . 25.0 25
 
activities
 
7.Any ongoing contest
 10 16.7 23 38.3
 
0 0.0 29 48.3
 
9.Any picture to elicit 11 ,16.7O 35 58.3 .
 
emotional response
 
10.Any semiotics used
 
8.Any interesting news O
 
35 58.3 57 95.0 .
 
11.Any,special face 8 . 13.3 . 17 28.3
 
presented
 
12.Any free services 2 3.3 1.9 . 31.7
 
offered
 
13.Any emotional copy 17 28.3 31 . , 51.7
 
presented
 
E: Frequency CO
 
o
 
V.P.: Valid percent
 
o
 
For low involvement products, however, entertainment
 
played a more important role. Most of the entertainment
 
attributes held significant percentage for low involvement
 
category. Seeing special faces, downloading capability,
 
semiotics, emotional copy, and background ranked high.
 
Ninth-five percent of the sites used special faces on
 
their sites. More than one third of the sites are found'to
 
45
 
be providing free time activities,and contests, sponsoring
 
activities, having graphic demonstrations and music.
 
Thirty-one point seven percent of the sites provided free
 
services such as email. All these entertainment attributes
 
are effective in creating a positive attitude toward a
 
site and stimulating repeat visits. The reason for intense
 
entertainment content can be explained in terms of gaining
 
brand loyalty.
 
Table 7 identifies those factors that are related to
 
purchase facilitation. Seventeen distinct items were
 
utilized to measure the information item for each web
 
site.
 
The purchase facilitation content includes items that
 
assist and encourage the Internet user in making the
 
decision to buy.
 
For the high involvement product web sites, the most
 
common purchase facilitation attribute was providing
 
contact-addresses (93.3%). The study also indicated.that
 
the majority (80.0%) of the sites provided a diverse
 
product line. Sales promotion was also highly faced
 
attribute for high product involvement sites. The other
 
purchase facilitative attributes were not significant in
 
this category. Sixty percent of the high involvement
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-Tabie 7/v;.
 
Breakdown bf Purchase; Facilikation Content
 
Question .	 Products Category ■ 
; : High ■ ' Invdlv$ment : . .Low .Invo'lvement 
Produces : ■ Products. ■ 
F.-v- I/-. P.;. . ■ F.'. ^ .: v,p. 
V48:.31.AVai1ab±1ity. of- a'• how . 24: - ,	 . 89
 
Qto buy^ 'link . ':J ,, ; ;o
 
Oo ■ 4b;l
, 2. Buy hbw'' option: 24 ,40,0	 :' . 6:6:. 7
00 
3.iGuaranteed fraud .llh -• ■i ' 18t.-3,h; ; 8i\;; ■ •■ .V:13 -3-;V 
prevention 
, , 4/Shippihg/refund ■17 ; • .;i3:; ■b': 'V, 'V^ 2r.:7 1 
promises:; 
5.Satisfaction : . 2.4; ;; : . 25 . ' 4T.:7. :, . ' 
guaranteed , 
6.Different order . 26 ■ V43..3.' : 34 ;l;■V" ' ■"■■ • . : y 
options 
7.Any sales promotions 41; ■ ■ t ''; 68•.8 36 V. . . . 60 . O­
' :8 .Greatlng personal : : :13 " 21.7 2 6 b. ■.;4 31;3:; V. ' 
account option ; 
. 9.Different paymeht 1: 4 5 .0:, V 28.3: ;27	 17 
options.,, provided 
10 .Is the product line.; 48	 44 . \ H3.3}\ -1 
diverse? 
11.Are ^ there any 25 ; 14117 19 .; . ^3i-.7; 
discounted prices?: 
,	 12.Shipping time speed up .10 • ' 16.-7 V' 28 46.7;;' 
option . ■ V­
4 3.3 	V13.Any .sales;banners 25 . 41.. 7. :, 2 6 
14 .Fast enough for many .. 28 , ■ v4 6.7' 44 , 13 ,3: t 
transactiohs i 
15.Tracking of-shipment .:3;' ' ' " ;: ,li . . ' .- '18.3 ' 
, option ' , 
16.Contact addresses ; '5 0.: ;5.4v v .; ;;;.:90'-.;:0- . ■ 
;provided . -y vi ■
 
17;. Onli;ne help provided 61:7: ■ ■ ' h:
 
F: Frequency ■ _ 
V.F. : Valid percent 'r. 
product Sites , did not even ^ provide an ori:line,: buying' , 
option.: More than ;60% of these,.sites :did ,not give any 
premise '. about ;s.atisfaction, .fraud prevention and handling, 
shipping probleiHsrnwhich are the ■ in'ost. coinmd 
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shopping discouraging factors. Furthermore, more than 90%
 
of these sites were indicated to be lacking of online help
 
service for instant questions. The purchase facilitation
 
percentages were more significant for low involvement
 
product web sites than high involvement product sites.
 
Providing contact address was the most common item, 90%,
 
followed by providing fast transactions, different order
 
options and sales promotions. However, some attributes
 
were found lower than expected. Only 66.7 of the sites had
 
"buy-now" option. Guaranteed fraud prevention and
 
satisfaction, tracking of shipment, and premise for any
 
shipping problem items also ranked low. All other factors
 
ranked below 50% and were therefore not viewed as being of
 
significant value.
 
Summary
 
Although high value in advertisements is essential
 
for all products, there are certain variables that are
 
more important when purchasing items categorized as high
 
involvement, compared to low involvement products.
 
Knowledge of the impact of these variables on the
 
potential consumer are more important when marketing on
 
the Internet because the variables have to speak for the
 
product as there is no face-to-face contact between the
 
company and the consumer. It is vital for effective
 
marketing on the Internet that advertisements on the web
 
consider those factors that ranked high in the analysis
 
since they can add value to an ad making it effective
 
(value based) - giving the consumer what he or she needs
 
when making a buying decision.
 
The study revealed that majority of the web sites
 
implement value-based advertising strategies on the
 
Internet. Particularly, the findings of the content
 
analysis support three hypotheses:
 
1. 	 High involvement web sites are more likely to
 
emphasize information content,
 
2. 	 Low involvement web sites are more likely to
 
emphasize entertainment content,
 
3. 	 The purchase facilitation content for low
 
involvement sites tends to be higher than high
 
involvement web sites.
 
Although information was a very salient component for
 
high involvement web sites, the other two contents were
 
not significant. Particularly, automobile sites were found
 
to be very informative. Only jewelry sites were found to
 
be having more than 50.0% purchase facilitation content
 
among the high involvement category.
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Entertainment was the most significant content for
 
low involvement sites. These sites were perceived as ,
 
having very professional type entertaining activities.
 
However, purchase facilitation content was not as
 
significant as expected. Particularly, beverage sites were
 
very weak in having purchase facilitative attributes. Most
 
of them did not provide an online "buy-now" option.
 
Chapter VI presents the summary, conclusion of the
 
study and recommendations to advertisers considering using
 
the Internet as a marketing tool.
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CHAPTER SIX
 
SUMMARY AND CONCLUSIONS
 
Summary
 
The purpose of this study was to analyze the contents
 
of various web sites to determine whether they implement
 
value-'based advertising strategies on their sites relative
 
to level of buyer involvement. For clarification, three
 
products, viewed as being in the high involvement
 
category, - automobile, house, and jewelry - and three
 
products classified as low involvement - beverages,
 
flowers, and books, were selected for analysis. A total of
 
120 web sites were analyzed from the perspective of their
 
content - information, entertainment, and purchase
 
facilitation.
 
Three hypotheses were selected for testing,
 
1. 	 High involvement, product web sites are more
 
likely to emphasize information content.
 
2. 	 Low involvement product web sites are more
 
likely to emphasize entertainment content.
 
3. 	 Low involvement product web sites are more
 
likely to have higher purchase facilitation
 
content than high involvement web sites.
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The result of the study verified the purpose, which '
 
indicated the implementation of value-based strategies in
 
a significant proportion of web sites when marketing
 
products on the Internet. The study further verified that
 
the majority of the analyzed sites consider the
 
categorization of products according to high and low
 
involvement before developing value based advertising
 
strategies. Specifically, it was found that high
 
involvement web sites focus on providing product related,
 
information, while,low involvement web sites emphasize.
 
entertainment content to fulfill customer needs and
 
expectations. Those verifications supported first and
 
second hypotheses. Additionally, the results of the study
 
also verified the third hypothesis that low involvement
 
web sites provided more purchase facilitative content,than
 
high involvement web sites.
 
Conclusion
 
Advertisers cpntinually look for the most effective
 
way to present their products or services to the potential
 
consumer and have it influence his or her buying decision.
 
Advertisers for traditional media have recognized the need
 
for ads to be value based. For ads on the Internet, more
 
attention needs to be. given to the product itself, whether
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it is high involvement or low involvement, and those
 
strategies applied have the greatest influence on the
 
potential consumer. This is important because advertising
 
on the Internet differs from other media in that there is
 
no person-to-person contact, only data on a screen. With
 
the rapid expansion of using the Internet as a marketing
 
tool, it is vital that advertisers select the most
 
effective strategy based on whether it is a high
 
involvement or low involvement product. Products in these
 
categories require a different approach to marketing,
 
which must be recognized if the ad is to capture an
 
audience of potential buyers. Once the site is online, it
 
must provide the information suitable to the product
 
itself if the potential buyer is to retain interest in the
 
site. Meeting the needs of the consumer within the web
 
site can make the difference between influencing the buyer
 
to order the product and losing interest - moving on to
 
the next site that does meet his needs.
 
The result of the study clearly revealed that value
 
based advertising is vital to successful advertising on
 
the Internet, which may explain why some advertisers have
 
been successful and others have not.
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APPENDIX A
 
INTERNET CONTENT ANALYSIS FORM
 
  
 
INTERNET CONTENT ANALYSTS FORM
 
Site 	Address Date
 
Type 	of product:
 
1. 	 High involvement.
 
Automobile
 
House
 
Jewelry
 
2. 	 Low involvement
 
Food and beverages
 
Flower
 
Books
 
Producb/Company Information Content
 
3. 	 Product; Is there a catalog of products?
 
1. Yes
 
2. - No '
 
4. 	. Can a potential customer customize the product? .
 
1.. • . Yes
 
2. No
 
5. 	 Is there any suggestions or advice about products for
 
a particular type of need?
 
1. Yes
 
2. No
 
6. 	 Price; Is the price information given?
 
T Yes
 
2. No
 
7. 	 Quality; Are there any information about basic
 
. quality characteristics of the product? (Workmanship,
 
. excellence of material, structural superiority)
 
1. ^ Yes ,
 
2. No
 
8. 	 Special offers; Is there any limited time/non-price
 
deals available with a particular,purchase?
 
1. Yes
 
2. ■ No 
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9. 	 Performance; Is there information regarding what the
 
product does?
 
1. ^ Yes
 
2. No
 
10. 	Is there information regarding the performance of
 
product relative to other products?
 
1. Yes
 
2. No
 
11. 	Components/Contents; Is there any information about
 
what the product composed of?
 
1. Yes
 
2. No
 
12. 	Availability; Are any option given to get the product
 
from another source? (i.e. store)
 
1. Yes
 
2. No
 
13. 	Safety/Security; Are safety features available of the
 
product given?
 
1. ____ Yes ■ 
2. ___ No
 
14. 	Is there any information about the security and
 
privacy of the site?
 
1. Yes
 
2. No
 
15. 	Company Info; Is there any information about company
 
(i.e. financial, investments, employee)
 
1. Yes 	 '
 
2. No ,
 
16. 	Post-purchase Info; Are there any information about
 
post-purchase assurances such as money back
 
guarantee?
 
1. Yes
 
2. ^ No
 
17. 	Is refund policy information given?
 
1. Yes
 
2. No
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18. 	Is there any shipping information? (i.e., shipping
 
time, cost)
 
1. Yes
 
2. No
 
19. 	Is there a search function to.find particular
 
information?
 
1. Yes
 
2. No
 
20. 	Are there different search functions such as advanced
 
search?
 
1. Yes
 
2. No
 
21. 	Is there a FAQ, links on the site?
 
1. Yes
 
2. No
 
22. 	Are there any feedback or testimonials of previous
 
customers?
 
1. Yes
 
2. No , ,
 
Entertainment Content
 
23. 	Enjoyable; Is,the background attractive (i.e.
 
soft-color, elite font)?
 
1. ____ Yes
 
2. No ,,
 
<3 .
 
24. 	Is there any music?
 
1. Yes
 
2. No
 
25. 	Are there any graphical demonstrations such as flash,
 
micro media effects etc.?
 
1. .Yes
 
2. No
 
26. 	Is the site fast enough to download demonstrations
 
without boring the visitor?
 
1. Yes
 
2. No
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27. 	Fun to use; Are there any free-time activities on the
 
site? (Chat, game etc.)
 
1. ____ Yes
 
2. No
 
28. 	Is the site sponsoring or organizing any type of
 
activity such as concerts, peer programs?
 
1. Yes
 
2. No
 
29. 	Exciting; Is there any type of contest on the site?
 
1. Yes
 
2. No
 
30. 	Interesting; Are there any attention-grabbing news on
 
the site? (i.e. unheard statistics)
 
1. Yes
 
,2. No
 
31. , Is there any picture on the site that elicits an
 
emotional response? .(i.e humor, romance etc.)
 
1. Yes
 
2. No
 
32. 	Are there any semiotics? (Signs, symbols, logos,
 
taglines)
 
1. Yes
 
2. No
 
33. 	Is there any special face on the site? (i.e.,
 
celebrity presenter, attractive women)
 
1. Yes
 
2. No
 
34. 	Pleasing; Are any free services offered on the site?
 
(i.e. email)
 
1. Yes
 
2. No
 
35. 	Is there an emotional copy such as pleasure, arousal,
 
and dominance?
 
1. Yes
 
2. No
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 Purchase Facilitation
 
36. 	Clear explanation; Is there a how-to-buy link on the
 
site?
 
1. Yes
 
2. No 	 •
 
37. Is there a buy-now option?
 
1. 	 . Yes
 
2. No
 
38. Lowering Perceived Risk; Is the site fraud-prevention
 
guaranteed?
 
1. Yes
 
2. No
 
39. 	Is there a promise about any refund and shipping
 
problems?
 
1. Yes
 
2. No
 
40. 	Satisfying; Is satisfaction guaranteed?
 
1. Yes
 
2. No
 
41. 	Is the selection of different order methods such as
 
ordering through 1-800 number option provided?
 
I. ; Yes
 
2. No ,
 
42. 	Encouraging; Are there any sales promotions on the
 
site?
 
1. , Yes
 
2. No
 
43. 	Is there a creating personal account option for later
 
purchases?
 
1. Yes
 
■ 2. No 
44. 	Providing Incentives; Is there any option to select
 
different payment methods?
 
1. Yes
 
2. ~ No
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45. Are there a variety of products to select from?
 
l.. _ Yes .
 
2. No
 
46. 	Are there any discounted prices? 
1.: Yes . ^ : , ■ ■ . . ■ 
2.? No
 
47. 	Is there a shipping time speed-up option?
 
■ 1. Yes 
2. ; No
 
48. 	Are there any sales-encouraging banners on the. site?
 
■ 1. , Yes 
2. No­
49. 	Is the, site fast enough to facilitate multiple
 
transactions?
 
■ 1. ■ Yes 
2. No , ­
50,. 	 Is there a shipping status-tracking tool?
 
1. ____ Yes
 
2. ■_ No ­
51. 	 Is there any contact address on the site? 
. 1. . Yes ' ■ 
2. _____ No' 
52. 	 Does the site have a live help for instant questions? 
(live chat) 
1. Yes , 
2. :no 	 . 
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HIGH INVOLVEMENT PRODUCT
 
CATEGORY
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Frequency Tables for High Involvement Product Category
 
Whatdo they sell?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid AutomoDiie 33.3 55.5 
House 20 33.3 33.3 66.7 
Jewelry 20 33.3 33.3 100.0 
Total 60 100.0 100.0 
OC
 
OC
 
OC

Is there a catalog of products?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid Yes 60 100.0 •j(56.(5 100.0
 
Can a potential customer customize the product?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 10 16.7 i6.7 16.7
 
Yes 50 83.3 83.3 100.0
 
Total 60 100.0 100.0
 
Is there anysuggestions or advice about productsfor a particular
 
type of need?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 16 30.0 30.0 30.0
 
Yes 42 70.0 70.0 100.0
 
Total 60 100.0 100.0
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Is the price Information given? 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 15 25.0 25.0 25.0 
Yes 45 75.0 75.0 100.0 
Total 60 100.0 100.0 
Are there any information about basic quality characteristics of
 
the product?
 
Valid Curriuiativ 
Frequency Percent Percent e Percent 
valid No 3 5.0 5.0 5.6 
Yes 57 95.0 95.0 100.0 
Total 60 100.0 100.0 
Is there any price deals available?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
Valid No 23 SS.S 38.3 38.3
 
Yes 37 61.7 61.7 100.0
 
Total 60 100.0 100.0
 
Is there information regarding what productdoes?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 8 13.3 13.3 13.3
 
Yes 52 86.7 86.7 100.0
 
Total 60 100.0 100.0
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Is there information regarding the performance of products
 
relative to others??
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 14 23.3 23.3 23.3 
Ye's 46 76.7 76.7 100.0 
Total 60 100.0 100.0 
Is there any information aboutwhatthe productcomposed of?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
Valid No 2 3.3 3.3 3.3 
Yes 58 96.7 96.7 100.0 
Total 60 100.0 100.0 
Are any option given to get productfrom anothersource?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 14 25.5 23.3 23.3
 
Yes 46 76.7 76.7 100.0
 
Total 60 100.0 100.0
 
Are safety feaures ofthe productexplained?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
Valid NO 15 25.0 25.0 25.5
 
Yes 45 75.0 75.0 106.0
 
Total 60 100.0 100.0
 
Is there any information abutsecurity and privacy ofthe site?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
Valid No 5 5.0 5.0 fe.O 
Yes 57 95.0 95.0 100.0 
Total 60 100.0 100.0 
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Is there any information aboutthe company?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 8 13.3 13.3 15.5 
Yes 52 86.7 86.7 100.0 
Total 60 100.0 100.0 
Are there any post-purchase assurances?(i.e money back
 
guaranteed)
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 45.0 4S.(5 45.0
 
Yes 33 55.0 55.0 100.0
 
Total 60 100.0 100.0
 
is refund policy information given?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 27 45.0 45.0 45.0
 
Yes 33 55.0 55.0 100.0
 
Total 60 100.0 100.0
 
is there any shipping information (i.e time,cost)
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 14 23.3 23.3 55.5
 
Yes 46 76.7 76.7 100.0
 
Total 60 100.0 100.0
 
is there a search function?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 11 18.3 18.3 18.3
 
Yes 49 81.7 81.7 100.0
 
Total 60 100.0 100.0
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Is there differentsearch functions such as advanced search?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 22 36.7 36.7 36.7 
Yes 38 63.3 63.3 100.0 
Total 60 100.0 100.0 
Is there a FAQ link on the site?
 
Valid Cumulativ
 
Frequency PercentCO Percent e Percent
 
valid 23 38.3
No OC 38.3
 
OC
 
Yes 37 61.7 61.7 100.0
 
Total 60 100.0 100.0
 
Is there anyfeedback ofthe customers?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid No 34 56.7 56.7 56.7
 
Yes 26 43.3 43.3 100.0
 
Total 60 100.0 100.0
 
Is the background attractive?(soft color,font)
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 23 38.3 38.3
 
Yes 37 61.7 61.7 100.0
 
Total 60 100.0 100.0
 
Is there any music?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 56 §3.5 93.3 93.3
 
Yes 4 6.7 6.7 100.0
 
Total 60 100.0 100.0
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Is there any graphical demonstration?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO Si 51.7 51.7 Si.? 
Yes 29 48.3 48.3 100.0 
Total 60 100.0 100.0 
Is the site fastenough to downoload demonstrations without
 
boring the visitor?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 16 26.7 26.7 26.7
 
Yes 44 73.3 73.3 100.0
 
Total 60 100.0 100.0
 
Are there anyfree time activities such as email,chat?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 54 S6.C) 90.0 90.0
 
Yes 6 10.0 10.0 100.0
 
Total 60 100.0 100.0
 
Is the site sponsoring or organizing any type of activities such as
 
concerts?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 45 75.0 ?S.O ?S.O 
Yes 15 25.0 25.0 100.0 
Total 60 100.0 100.0 
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Is there any type ofcontest? 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 50 83.3 §5.5 83.3 
Yes 10 16.7 16.7 100.0 
Total 60 100.0 100.0 
Are there any interesting newssuchas unheard statistics on the
 
site?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 60 10(5.6 1(50.(5 100.0 
Is there any picture that elicits an emotional response?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 49 81.7 81.7 81.7
 
Yes 11 18.3 18.3 100.0
 
Total 60 100.0 100.0
 
Are there any semiotics?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
Valid No 25 41.7 41.7 41.7
 
Yes 35 58.3 58.3 100.0
 
Total 60 100.0 100.0
 
Is there a specialface on the site?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid No 52 86.7 86.7 86.7
 
Yes 8 13.3 13.3 100.0
 
Total 60 100.0 100.0
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Are anyfree services offered on the site?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
vaiia NO 58 §6.7 96.7 96.7 
Yes 2 3.3 3.3 100.0 
Total 60 100.0 100.0 
Is there an emotional copysuch as pleasure,dominance?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
Valid No 43 71.7 7i.7 71.7 
Yes 17 28.3 28.3 100.0 
Total 60 100.0 100.0 
Is there a how-to-buy link?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 36 66.6 60.0 60.0
 
Yes 24 40.0 40.0 100.0
 
Total 60 100.0 100.0
 
is there a buy now option?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
Valid NO 36 60.0 66.6 60.0
 
Yes 24 40.0 40.0 100.0
 
Total 60 100.0 100.0
 
Is the fraud prevention guarateed on the site?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
Valid No 49 81.7 Si.; 61.7
 
Yes 11 18.3 18.3 100.0
 
Total 60 100.0 100.0
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Is there any promise aboutshipping and refund diffuculties?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid No 43 717 717 717 
Yes 17 28.3 28.3 100.0 
Total 60 100.0 100.0 
Is satisfaction guaranteed?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
Valid No 36 60.0 60.0 60.0 
Yes 24 40.0 40.0 100.0 
Total 60 100.0 100.0 
Is the selection of different order methodssuch as ordering
 
through 1-800 numbers option provided?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid No 34 56.7 56.7 ^6.7
 
Yes 26 43.3 43.3 100.0
 
Total 60 100.0 100.0
 
Are there any sales promotions?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
Valid No 10 31.7 517 51.7
 
Yes 41 68.3 68.3 100.0
 
Total 60 100.0 100.0
 
Is there a creating personal accountoption?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 47 78.3 76.5 7S.5
 
Yes 13 21.7 21.7 100.0
 
Total 60 100.0 100.0
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Is there a selecting different payment methods option?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 55.0 55.0 55.0 
Yes 27 45.0 45.0 100.0 
Total 60 100.0 100.0 
Is the product line diverse enough? 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 20.0 20.0 20.0 
Yes 48 80.0 80.0 100.0 
Total 60 100.0 100.0 
OC 
OC 
Are there any discounted prices? 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 35 58.3 58.3 55.5 
Yes 25 41.7 41.7 100.0 
Total 60 100.0 100.0 
Is there a shipping timespeed up option? 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 50 83.3 83.3 83.3 
Yes 10 16.7 16.7 100.0 
Total 60 100.0 100.0 
Are there any sales encouraging banners? 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 35 58.3 58.3 58.3 
Yes 25 41.7 41.7 100.0 
Total 60 100.0 100.0 
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Is the sitefastenough to facilitate multiple transactions?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
Valid No 32 53.3 53.3 53.3 
Yes 28 46.7 46.7 100.0 
Total 60 100.0 100.0 
Is there a shipping status tracking tool?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid No 55 91.7 91.7 91.7
 
Yes 5 8.3 8.3 100.0
 
Total 60 100.0 100.0
 
Is there any contact number or addresses?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid No 10 16.7 ie.7 16.7
 
Yes 50 83.3 83.3 100.0
 
Total 60 100.0 100.0
 
Is online help service provided for instant questions?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 56 93.3 55.5 93.3
 
Yes 4 6.7 6.7 100.0
 
Total 60 100.0 100.0
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Frequency Tables for Low Involvement ProductCategory
 
Whatdo they sell?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
vaiia hooa ana oeverages 20 33.3 33.3 33.3
 
Books 20 33.3
33.3 66.7
 
Flower 20 33.3 33.3 100.0
 
Total 60 100.0 100.0
 
OC
 
Is there a catalog ofOCproducts?
 
DC
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 14 55.5 23.3
 
Yes 46 76.7 76.7 100.0
 
Total 60 100.0 100.0
 
CM
Can a potential customer customize the product?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 41 68.3 68.3
 
Yes 19 31.7 31.7 100.0
 
Total 60 100.0 100.0
 
Is there any suggestions or advice about productsfor a particular
 
type of need?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 50 50.0 60.0 50.0
 
Yes 30 50.0 50.0 100.0
 
Total 60 100.0 100.0
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Is the price Information given? 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 21 35.0 35.0 35.0 
Yes 39 65.0 65.0 100.0 
Total 60 100.0 100.0 
Are there any information about basic quality characteristics of
 
the product?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
Valid No 18 30.0 30.0 30.0 
Yes 42 70.0 70.0 100.0 
Total 60 100.0 100.0 
Is there any price deals available?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
Valid No 41 68.3 68.3 68.3
 
Yes 19 31.7 31.7 100.0
 
Total 60 100.0 100.0
 
Is there information regarding what productdoes?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 22 36.7 56.7 36.7
 
Yes 38 63.3 63.3 100.0
 
Total 60 100.0 100.0
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Is there information regarding the performance of products
 
relative to others?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 33 55.0 55.0 
Yes 27 45.0 45.0 100.0 
Total 60 100.0 100.0 
Is there any information about whatthe productcomposed of?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 21 35.0 55.0 35.0
 
Yes 39 65.0 65.0 100.0
 
Total 60 100.0 100.0
 cn
 
cn
 
b
 
Are any option given to get productfrom anothersource?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 44 73.3 73.3 V5.5
 
Yes 16 26.7 26.7 100.0
 
Total 60 100.0 100.0
 
Are safety feaures ofthe productexplained?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid No 52 55.5 53.3 53.3
 
Yes 28 46.7 46.7 100.0
 
Total 60 100.0 100.0
 
Is there any information abutsecurity and privacy ofthe site?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 14 23.3 23.3 23.3
 
Yes 46 76.7 76.7 100.0
 
Total 60 100.0 100.0
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Is there any information aboutthe company?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO ^4 40.0 40.0 40.0 
Yes 36 60.0 60.0 100.0 
Total 60 100.0 100.0 
Are there any post-purchase assurances?(i.e money back
 
guaranteed)
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 55.0 55.6
 
Yes 27 45.0 45.0 100.0
 
Total 60 100.0 100.0
 
CO
 
OC
 
Is refund policy information given? 
valid NO 
Yes 
Total 
Frequency 
37 
23 
60 
Percent 
61.7 
38.3 
100.0 
Valid 
Percent 
61.7 
38.3 
100.0 
Cumulativ 
e Percent 
61.7 
100.0 
is there any shipping information? (i.e time,cost) 
Valid NO 
Yes 
Total 
Frequency 
21 
39 
60 
Percent 
35.0 
65.0 
100.0 
Valid 
Percent 
35.0 
65.0 
100.0 
Cumulativ 
e Percent 
35.0 
100.0 
Is there a search function? 
Valid No 
Yes 
Total 
Frequency 
32 
28 
60 
Percent 
53.3 
46.7 
100.0 
Valid 
Percent 
53.3 
46.7 
100.0 
Cumulativ 
e Percent 
53.3 
100.0 
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Is there differentsearch functionssuch as advanced search?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 37 61.7 6i.7 6i.7 
Yes 23 38.3 38.3 100.0 
Total 60 100.0 100.0 
is there a FAQ link on the site?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid No 32 53.3 63.5 53.3
 
Yes 28 46.7 46.7 100.0
 
Total 60 100.0 100.0
 
Is there anyfeedback ofthe customers?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
Valid No 47 78.3 78.3 73.5
 
Yes 13 21.7 21.7 100.0
 
Total 60 100.0 100.0
 
Is the background attractive?(soft color,font)
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO i4 23.3 23.3 23.3
 
Yes 46 76.7 76.7 100.0
 
Total 60 100.0 100.0
 
Is there any music?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 45 75.0 75.0 76.0
 
Yes 15 25.0 25.0 100.0
 
Total 60 100.0 100.0
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Is there any graphical demonstration?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 38 63.3 63.3 63.3 
Yes 22 36.7 36.7 100.0 
Total 60 100.0 100.0 
Is the site fastenough to downoload demonstrations without
 
boring the visitor?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 12 20.0 26.0
 
Yes 48 80.0 80.0 100.0
 
Total 60 100.0 100.0
 
Are there anyfree time activities such as email,chat?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 39 65.0 es.o 65.0
 
Yes 21 35.0 35.0 100.0
 
Total 60 100.0 100.0
 
Is the site sponsoring or organizing any type of activities such as
 
concerts?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 35 58.3 58.3 58.3 
Yes 25 41.7 41.7 100.0 
Total 60 100.0 100.0 
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Is there any type ofcontest?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 37 6i7 61.7 61.7 
Yes 23 38.3 38.3 100.0 
Total 60 100.0 100.0 
Are there any interesting newssuch as unheard statistics on the
 
site?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 31 51.7 51.7 51.7 
Yes 29 48.3 48.3 100.0 
Total 60 100.0 100.0 
Is there any picture that elicits an emotional response?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 55 41.7 41.7 41.7
 
Yes 35 58.3 58.3 100.0
 
Total 60 100.0 100.0
 
Are there anysemiotics?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 3 5.0 5.0 5.(5
 
Yes 57 95.0 95.0 100.0
 
Total 60 100.0 100.0 ,
 
Is there a specialface on the site?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 43 71.7 71.7 71.7
 
Yes 17 28.3 28.3 100.0
 
Total 60 100.0 100.0
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Are anyfree services offered on the site?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 41 68.3 68.3 68.3 
Yes 19 31.7 31.7 100.0 
Total 60 100.0 100.0 
Is there an emotional copysuch as pleasure,dominance?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 29 48.3 48.3 48.3 
Yes 31 51.7 51.7 100.0 
Total 60 100.0 100.0 
Is there a how-to-buy link?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 31 51.7 51.7 Si.?
 
Yes 29 48.3 48.3 100.0
 
Total 60 100.0 100.0
 
Is there a''buy now"option?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 20 33.3 33.3 33.3
 
Yes 40 66.7 66.7 100.0
 
Total 60 100.0 100.0
 
Is the fraud prevention guarateed on the site?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 55 86.7 86.7 §6.7
 
Yes 8 13.3 13.3 100.0
 
Total 60 100.0 100.0
 
Is there any promise aboutshipping and refund diffucuities?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 4? 7S.5 78.3 78.3 
Yes 13 21.7 21.7 100.0 
Total 60 100.0 100.0 
Is satisfaction guaranteed?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
Valid No 35 58.3 SS.5 58.3 
Yes 25 41.7 41.7 100.0 
Total 60 100.0 100.0 
is the selection of different order methodssuch as ordering
 
through 1-800 numbers option provided?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 26 43.3 43.3
 43.3
 
Yes 34 56.7 56.7 100.0
 
Total 60 100.0 100.0
 
Are there any sales promotions?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 24 40.0 40.0 46.6
 
Yes 36 60.0 60.0 100.0
 
Total 60 100.0 100.0
 
Is there a creating personal accountoption?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
Valid NO 54 56.7 56.7 56.7
 
Yes 26 43.3 43.3 100.0
 
Total 60 100.0 100.0
 
Is there a selecting different payment methods option?
 
vaiia NO 
Yes 
Total 
Frequency 
43 
17 
60 
Percent 
71.7 
28.3 
100.0 
Valid 
Percent 
71.7 
28.3 
100.0 
Cumulativ 
e Percent 
7i.7 
100.0 
Is the product line diverse enough? 
Valid No 
Yes 
Total 
Frequency 
16 
44 
60 
Percent 
26.7 
73.3 
100.0 
Valid 
Percent 
26.7 
73.3 
100.0 
Cumulativ 
e Percent 
100.0 
Are there any discounted prices? 
valid NO 
Yes 
Total 
Frequency 
41 
19 
60 
Percent 
68.3 
31.7 
100.0 
Valid 
Percent 
68.3 
31.7 
100.0 
Cumulativ 
e Percent 
68.3 
100.0 
Is there a shipping time speed up option? 
valid NO 
Yes 
Total 
Frequency 
32 
28 
60 
Percent 
53.3 
46.7 
100.0 
Valid 
Percent 
53.3 
46.7 
100.0 
Cumulativ 
e Percent 
53.3 
100.0 
Are there any sales encouraging banners? 
valid NO 
Yes 
Total 
Frequency 
34 
26 
60 
Percent 
56.7 
43.3 
100.0 
Valid 
Percent 
56.7 
43.3 
100.0 
Cumulativ 
e Percent 
56.7 
100.0 
Is the site fastenough to facilitate multiple transactions?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
vaiia NO 16 26.? 26.7 
Yes 44 73.3 73.3 100.0 
Total 60 100.0 100.0 
Is there a shipping status tracking tool?
 
Valid Cumulativ 
Frequency Percent Percent e Percent 
valid NO 4S 81.7 61.7 61.7 
Yes 11 18.3 18.3 100.0 
Total 60 100.0 100.0 
Is there any contact number or addresses?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 6 10.0 10.0 10.0
 
Yes 54 90.0 90.0 100.0
 
Total 60 100.0 100.0
 
Is online help service provided for instant questions?
 
Valid Cumulativ
 
Frequency Percent Percent e Percent
 
valid NO 53 88.3 66.5 88.3
 
Yes 7 11.7 11.7 100.0
 
Total 60 100.0 100.0
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